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1 Evaluating sponsorship involvement outcomes exclusively through media exposure metrics is 
both widespread and flawed (this dissertation). 
 
2 Johnston’s (2008, 2010) three-stage sponsorship maturity model would benefit from an 
extension with a fourth stage that applies to companies that plan and evaluate sponsorship as a 
strategic partnership (this dissertation). 
 
3 Porter and Kramer’s (2011) shared value approach helps to understand the true motives and 
intentions of corporate sponsors in designing and assessing partnerships that bring indirect 
benefits to and via social causes. This approach is more insightful than the corporate social 
responsibility lens where –typically- tensions between social and business agendas are assumed 
(Crane et. al, 2014; this dissertation). 
 
4 A more comprehensive set of sponsorship outcome metrics will not only help to make more 
rational sponsorship decisions, it will also make sponsorship a more justifiable and attractive 
option. Sponsees should therefore actively promote and support comprehensive evaluations that 
cover all stakeholders (this dissertation). 
 
5 Celebrity endorsements can be very effective, but they also carry great risks that can be difficult 
to contain. 
 
6 An increasingly large share of the brand-building value of sponsorships lies in the mental link 
which consumer make between the sponsor and the sponsored entity. 
 
7 As sponsorship maturity increases, the decision-making processes also tend to become more 
formalized. Continued maturity growth in increasingly dynamic environments will benefit from 
adopting 'agile' practices rather than adding more formalization.  
 
8 To evaluate hospitality events where customers and prospects are invited, one should not only 
survey those who attended but also consider those who were invited but did not attend. Being 
invited is a significant part of the experience. 
 
9 Despite the fact that millennials are being labeled as more ‘individualistic’, loyalty programs 
aimed at them can benefit greatly from offering social networking opportunities. 
 
10 To help stop the climate change, international trains need to compete with flights not only in terms 
of speed but also in terms of price. 
